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Production: multi-platen 
Thicknesses: 3/8, 1/2, 5/8, 
11/16, 3/4, and 1-inch 
Standard size: 4x8 feet 

special sizes on order 


Basic composition grades: 
100% Flakeboard 
75% flakes-25% shavings 
50% flakes-50% shavings 
25% flakes-75% shavings 
100% Particleboard 


Other compositions engineered 
on special order. 


FLAKEBOARD 
AND PARTICLEBOARD 




































see what you can do with 
new POPE &TALBOT 








mortise it 
Dense, long-fibered 
Flakeboard cuts clean- 
ly, without breakage, 
even on compound 
mortises. 








joint it 
Flakeboard has no 
grain; no separating 
plys. You get nearly 
100% utilization 
with splining, dow- 
elling, butt-joining. 





pattern it 
Flakeboard’s solid 
composition adapts it 
4 to many design treat- 
ments, with virtually 
no chipping or eroding. 








edge it 
Often Flakeboard 
edges need no 
treatment. Nor- 
mal edge-banding 
techniques apply, 
however, for rigid 
screw-holding, 
or exposed edges. 














try it Flakeboard is now available for imme- 
diate delivery. It is engineered in a significant 
range of strengths and surfaces, to serve many 
special needs. Write us about your requirements. 


prices and specifications on request 


3074 Northwest Front Avenue, Portland 10, Oregon 


POPE*TALBOT"s 


forest products since 1849 
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For maximum capacity, the Dorsey with drop 
center axle has even lower floor height — 22% 
inches — with inside height of 98 to 125 inches. 
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Big, beautiful . . . yes, and brawny, too! For in both the Hi-Cube and 
Extra Hi-Cube models, Dorsey engineers have developed trailers with eye-appeal 
— customer-appeal — as well as traditional Dorsey strength. The standard model 
shown above is 91! inches wide inside, with 28-inch floor height and 42 inches 


between wheel boxes. 
And Dorsey gives you all these features 
for safety and trouble-free operation 
@ Two-speed landing gear with recessed fold- 
ing handle 


Four rows of forged steel rope cleats with 
plastic shields. 


Full length rear doors 
Famous Dorsey translucent roof cap 
Recessed cam-type locks and rear lights 


One piece spaceless tailgate 


48-inch curbside doors 


Your Dorsey Distributor is a substantial, independent 
businessman with complete service facilities. 


DORSEY TRAILERS / ELBA, ALABAMA 


Accepted as CONTROLLED CIRCULATION PUBLICATION at Chicago, Illinois. Send Form 
3579 to FURNITURE NEWS, 666 Lake Shore Drive, Chicago I!, Illinois. Postage Guaranteed. 
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Jasper “10” Series Color Convertible Desk designed for Jasper Desk Company 
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New Designs 
by Ken White 


"It's Time Manufacturers Stopped 
Marketing Items on the Basis of Nothing More 


Than ‘Informed’ Hunches .. . 


Accorpine TO ONE 
furniture designer, the forces that 
have traditionally shaped furniture 
design have been rendered obsolete 
by modern marketing and research 
techniques. 

Ken White, president, Ken White 
Associates, sums up current practice 
this way: “All too often the force that 
shapes furniture design is an idea 
that appeals to the designer 
mostly on aesthetic grounds. A de- 
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sign is sold to a manufacturing ex- 

ecutive, who in turn pushes it down 

the throats of his sales force, who in 

turn pushes it down the throats of the 

dealers, who in turn succeed in push- 

ing it down the throats of the public 
. or get stuck with it.” 

In White’s estimation all of these 
possible end results are bad for the 
furniture industry. To remedy the 
situation, Ken White Associates have 
spent several years adapting market 
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research techniques to problems of 
furniture design. 

The designer’s market studies are 
aimed at providing basic trend in- 
formation on styles, materials, colors 
and prices for various regional mar- 
kets and for the nation as a whole. 
Sampling covers opinion and use pat- 
terns among dealers and consumers. 
In addition, dealers are queried on 
their experience with various types 
of promotions and sales campaigns. 
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All data from these studies is gath- 
ered and analyzed before a line is 
drawn, Only when the designers are 
provided with current market reports 
do they begin developing furniture 
designed to meet public demand as 
conceived from the dealer’s sales 
point of view. 

Then, when furniture designs are 
complete, research findings again 
come into play in developing catalogs, 
advertisements and other sales promo- 
tion materials and strategies. Here, 
the objective is to come up with a 
unified, hard hitting approach, that 
builds strong identity for a line from 
the pieces themselves, through pro- 
motional literature and even hang 
tags. 

White did not plunge immediately 
into the vast household furnishings 
market with this revolutionary ap- 
proach to furniture design. The re- 
search oriented approach and the 
techniques it employs were evolved 
while the designer was retained by 
Hale Industries, Jasper Desk Com- 
pany, Weber Costello Company, and 
Thomas Furniture Company—all 
manufacturers of office furniture. 

The “Blue Chip” line, designed by 
Ken White Associates for Thomas 
Furniture Company, High Point, 
North Carolina, stands as dramatic 
testimony to the success of the ap- 
proach—albeit in a specialized mar- 
ket. Thomas Furniture Company 
manufactures about 15 lines of office 
seating, each made up of swivel, side 
and club chairs, sofas, tables and 


(Continued on Page 22) 
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“Blue Chip” Chair designed for Thomas Furniture Company Stand for Weber Costello 


Bench or Cocktail Table designed for Thomas Furniture Company 


“1000” Series Case designed for Hale Industries 




















How to Build 
PROFIT in Your 


Sales Dollars 


Some Firms are Growing, Some 


Slipping and Others Failing. Why the 


Difference? It's Management 


By JOHN D. CORRIGAN 


Managing Director, The Executives Institute 


I HAVE HAD AN OPPORTUNITY 
to study the fourteen different eco- 
nomic ratios of your industry com- 
piled by Dun & Bradstreet, which 
clearly reveal some of the things go- 
ing on in the furniture industry. 
These ratios indicate to me that some 
companies in the industry are grow- 
ing and progressing; others are slip- 
ping; and a number of others are 
tailing, some of which will have to be 
sold to other enterprisers, or reorga- 
nized and refinanced, or close their 
doors forever, 

Although I could give you many 
reasons why these great differences 
exist between companies in the same 
industry, basically there is only one 
major factor. We call it Management. 
There are periods when any business 
will prosper in spite of administra- 
tive mistakes, but the time is here 
again when both the progress and the 
profits of your company will depend 
on your management efficiency. 

Not long ago Harvard Business Re- 
view, published the results of a study 
by the Harvard School of Business as 
to the primary qualifications of a 
successful executive. The study 
showed the first qualification to be 
skill in human relations, which simply 
means skill in daily handling of 
people. The second was a capacity for 
analyzing facts as a basis for de- 
cisions, and the third, a burning de- 
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sire to improve the over-all value of 
the organization. There were other 
minor qualifications listed, but you 
can’t achieve this third factor with- 
out first possessing the other two 
qualifications. 

Our leading authorities and top 
business executives are telling us that 
the main problem in management is 
the income, or selling, phase of the 
business. They talk a lot about auto- 
mation, the coming Atomic Era, and 
such other things, but wind up de- 
claring there’s no use producing any- 
thing unless it can be sold. 

So the first thing I should like to 
do is to prove to you that selling is 
the most important profit-making ac- 
tivity in your business today. Then I 
should like to give you what I believe 
to be the two main factors which will 
increase your success, both in busi- 
ness and in living. 

In order to prove this first state- 
ment mathematically, so there will be 
no doubt in your minds, I must use 
some charts and a few figures. But 
don’t let these charts and figures 
bother you for anyone who can make 
out an expense account knows all the 
mathematics necessary to understand 
the simple illustrations I am going to 
give you today. 

The first thing I am going to do is 
draw a column (Chart 1) similar 
to those you have seen many times 
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in column or bar charts which are 
used for the purpose of illustrating 
component parts. We are going to 
let the column represent the total 
dollar sales of our company, 

It is, of course, a well-known fact 
that the difference between total 
costs and total sales is profit. So all 
we have to do is put in the total cost 
line and the section at the top of 
the column represents the profit of 
your company. 

Another fact well known to all of 
us is that total costs are divided into 
two classes—variable costs and con- 
stant costs. So we break our total 
costs into these two groups. 

Variable costs are those which 
move as a direct percent of sales 
volume. If we are going to make 
twice aS many units, it will require 
twice as much material. Therefore, 
such items as materials, direct labor, 
transportation, sales commissions, 
and many others, are classified as 
variable costs. 

Constant costs are those which 
exist irrespective of sales volume. 
These include such items as your 
salary and the salaries of others in 
your company, rent, insurance, 
property taxes, and many other fixed 
costs found in every business. 

One of the most variable factors in 
your business is sales volume itself, 
which varies from day to day, month 
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me -- Profit 

-= come Total Costs 

--|—-—~ Variable Costs 

—-4+—— Constont Costs 
Chart One 


to month, season to season, and may 
run anywhere from zero up to the 
maximum capacity of your plant. To 
show this wide variation is sales 
volume, and its progression through- 
out the year, (Chart 2) we first draw 
a base line, the length of which makes 
no difference, at a right angle to the 
column, Then at an angle, from zero 
to the top of the column, we draw a 
line to represent the sales of your 
company. 

The next step has to do with costs. 
As constant costs remain the same 
regardless of sales volume, all we 
have to do is draw a line parallel to 
the base line and our constant costs 
fall into this rectangular area. 

Then, since variable costs move as 
a direct percent of sales, and are zero 
at zero volume, we draw a line at an 
angle to the point of the column rep- 
resenting total costs. In your busi- 
ness, or in any other business, re- 
gardless of type, as your sales move 
from the zero point up to the maxi- 
mum capacity of your plant, your 
costs will start at the total amount of 
your constant costs and follow this 
line as you add variable costs to it as 
a direct percent of sales volume. As 
variable costs plus constant costs 
equal total costs, this becomes the 
total cost line. 

You have probably already noticed 
that your cost and sales lines cross. 
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Chart Two 


That is known as the break-even 
point in your business, above which 
you make a profit, and below which 
you take a loss. Note the small 
amount of profit you make when 
you operate just above the break- 
even point and how it increases at a 
very fast rate until you reach the 
maximum capacity of your business. 

I apologize for sneaking up on you 
this way with a break-even chart. It 
appears complicated when you first 
look at one, but I wanted you to see 
what simple elements compose it and 
how easy it is to construct from the 
data of any company, whether it be a 
manufacturer, wholesaler, retailer, or 
service organization. 

Let me explain here and now what 
I mean by profits. I am talking about 
profits before Federal income taxes or 
any other type of profit distribution 
you may have. If you don’t want to 
pay Federal income taxes all you have 
to do is operate at a loss, but the 
minute you get above your break-even 
point, the first person to be paid is 
the income tax collector. After he gets 
his cut, you may do with your profits 
pretty much as you please. 

Here is something too few execu- 
tives realize—that the profits of a 
company will vary as a direct percent 
of any variation in sales volume, 
whether it is up or whether it is down. 
I’ll prove it to you. 
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We know that opposite angles are 
equal, Therefore, the constant cost 
in your business will be absorbed up 
to your break-even point in exactly 
the same ratio you make profits be- 
yond your break-even point. That ra- 
tio is what I call the profit value of a 
sales dollar. 

Although it will vary from com- 
pany to company in every industry, 
the average efficient manufacturing 
firm will have a profit variation ratio 
that falls generally between 35% and 
45%, let’s call it 40%. That means 
if you increase your sales by $1.00 
you add $.40, to your profits, and if 
sales go up $100,000 you add $40,- 
000 to your profits. But it also means 
that if your sales go off $1.00 your 
profits drop $.40, and if they decline 
$100,000 your profits will drop $40,- 
000. Of course, when you hit your 
break-even point, your profits are zero 
and losses start at the same rate as 
your profit value ratio. 

I know what most of you are think- 
ing—that it may be so in somebody’s 
business, but it certainly isn’t so ‘n 
mine, When I was giving a talk in 
Cincinnati about a year ago, a friend 
of mine heard me for the first time. 
The next day when I met him he 
said, “By the way, I told our account- 
ant about that profit value ratio of 


(Continued on Page 12) 
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FURNITURE NEWSGRAM 


EXCLUSIVE REPORT FOR YOU BY DAN ADAMS 


There's been so much recession talk, that the recession has 
clearly begun to feed on itself. With newspapers full of 
speculation about the business outlook, consumers show 
less inclination to take on obligations for big ticket items. 
Furniture, appliances and auto sales are off. Even the home 
builders have stopped talking about a comeback in 1958. 

Federal Reserve Board’s annual survey of consumer 
buying intentions provided classic proof that recession talk 
has made things worse than they need to be. In their inter- 
views with consumers, experts found a very large percentage 
convinced that 1958 is going to be a bad business year. Yet 
all but a handful agreed they see nothing in their own 
situation to be alarmed about. 

Net result of recession talk is lost sales. Despite the 
fact that most consumers think their own jobs and income 
are safe, Federal Reserve reported sharp curtailment in 
1958 buying plans. Consumers simply think it is prudent to 
be cautious. 


How can we tap some new markets? That’s a question which 
durables industries—autos, home furnishings, home 
builders—are all asking themselves now that the consumer 
market has started to shrink. Detroit looks for ways to get 
car prices down out of the stratosphere. And home builders 
say, nostalgically, there is nothing wrong with their 
industry that an attractive $8,000 to $10,000 home couldn’t 
cure. 

Marketers are suddenly aware of the fact that the number 
of sales prospects in the U.S. market is smaller than many 
producers sensed during boom years. It may be a mass 
market; but a recent survey by the advertising department 
of U.S. News & World Report shows 85%. of the new cars 
sold in 1957 went to families with incomes over $5,000. 
In fact, over half the sales were made to the “over $7,500” 
bracket—a select group which includes less than 22%. of 
USS. families. 

These upper income groups, who were the prime market 
for cars, were also the backbone of the market for other 
quality goods, U.S. News & World Report found. In fact the 
same $5,000 and up families which bought 85%. of the cars 
also bought 65%: of the household appliances, 96% of the 
airline tickets and two thirds of the insurance volume. 


Not many furniture makers were in line recently when Small 
Business Administration looked over the ranks of businesses 
which seek government help in obtaining new capital funds. 
A near-record 583 loan applications poured in in February 
from a wide range of businesses from one-man groceries, to 
metal-working plants with 100 to 150 employees. Among 
the handful of applications from furniture makers was a 
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CELACLOUD 


UNBEATABLE FOR LONG LIFE AND COMFORT 


The sofa filled with Celacloud is a lasting mem- 
ber of the family. This great new Celanese 
acetate fiber combines resilient comfort with 
certain long life. It’s snow-white—designed 
for service at a price that means competitive 
selling for you. 

To protect you, your customers and your re- 
sources, the trademark Celacloud will be used 
only on approved products of licensed quality 
manufacturers of such upholstered or quilted 
products as mattresses, mattress pads, sleep- 
ing bags and upholstered furniture. We are 
promoting Celacloud vigorously. Check your 
resources for Celacloud filled products today. 
Celanese Corporation of America, Sales De- 
partment, Textile Division, Charlotte, N. C. 


Celanese® Celacloud T-™. 


CELACLOUD 


Amazing Celacloud is: 

e Dust and lint free 
e Moisture resistant 
e Lightweight 

e Promotably priced 


e Pure white 

e Mildew resistant 
e Non-allergenic 
e Resilient 





Manufacturers Please Note 
For information sonegning CELACLOUD, contact these 
exclusive distributors: Royal Manufacturing Co., 260 West 
Broadway, New York, N. Y.; or Jen-Cel-Lite Corporation, 
954 East Union Street, Seattle 2, Wash. 
Celanese District Sales Offices: 
180 Madison Ave., New York 16 Room 10-141 Merchandise 
P.O. Box 141, Charlotte 1, N.C. Mart, Chicago 54, Ill. 
819 Santee St., Los Angeles, Cal. 200 Boylston St., 
Chestnut Hill 67, Mass. 
Export Sales: 
Amcel Co., Inc. and Pan Amcel Co., Inc., 
180 Madison Ave., N. Y. 16 
In Canada: 


Chemcell, Canadian Chemical & Cellulose Co., Ltd., 
2035 Guy St., Montreal, P. Q. 


A i CONTEMPORARY FIBER 
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request for a $178,200 direct loan from Colony Furniture 
Co., Linden N.J., a company which employs 120 to 160 per- 
sons in the manufacture of bedroom furniture. Also a par- 
ticipating loan for Conway Manufacturing Co., Marshall, 
Ark., for $11,000 which will be used to employ six persons 
in the manufacture of furniture frames. 

Small Business Administrator Wendell Barnes expects 
the number of requests for loans will continue increasing 
in 1958. In fact SBA has recently made its participating loan 
program more attractive to bankers by slashing the fee it 
charges for guaranteeing a portion of the risk which banks 
take in making a loan to a small firm. 


As anyone can tell from his daily newspaper, Uncle Sam is one 
consumer who isn’t cutting back his buying. In fact, the 
administration is ransacking its shopping lists, and instruct- 
ing purchasing agents throughout the government to give 
business a psychological lift by getting out right now and 
ordering everything they expect to need in the coming 
months. 

And to make sure that businessmen have quick access 
to these government purchasing activities, the Department 
of Commerce has just streamlined its machinery for pub- 
licizing all procurement requirements. 

Under a new arrangement, businessmen can get a daily 
report by air mail listing all civilian and defense procure- 
ment, contract awards and surplus property disposals. It is 
supposed to be the best one-stop authority on government 
purchasing activity ever developed. In any event, assistant 
secretary of Commerce Frederick Mueller has been busy 
setting up teletype arrangements linking approximately 
1,000 defense and civilian procurement offices with a pub- 
lishing office in Chicago. He’ll send you “Synopsis of U.S. 
Government Proposed Procurement, Sales and Contract 
Awards” daily for $7 per year, or if you are in a hurry, you 
can have it by airmail for $25. (Subscriptions should be 
sent to Department of Commerce, 433 VanBuren St., 
Chicago.) 


A new move to get the textile labeling bill through the Sen- 
ate and on its way to The White House is expected to take 
shape within the next few days. Anyway, that’s the word 
at the Senate Committee on Interstate and Foreign Com- 
merce, which seems to have had its belly full of bickering 
over small print in the bill. 

The compromise textile labeling bill seemed to be in the 
clear last year after it passed the House with amendment 
which exempt fabrics used for upholstering and other 
furniture purposes. But new opposition cropped up at Sen- 
ate hearings from clothing industry people who fought for 
more exemptions. 

Senators marked time on the labeling bill, hopeful that 
opponents would agree to submit new modifications. When 
Easter recess arrived with no formal proposal from oppo- 
nents, a decision was made that the committee should 
proceed on its own if necessary. 
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Now, speed ripping of wood panels 
with NEW Mattison panel lay-up gauge! 





r 


Automatically sets guide 
for last random width 
when matching panels 














Oleic holm ia-inir 
ates. foot switch! 





Faster, more accurate than measuring by hand! 


Here’s a moneysaving quality-control feature available 
now on Mattison straight-line ripsaws used for making 
panels. Available for manual or foot-switch operation, 
Mattison’s new panel lay-up gauge automatically sets the 
front guide of the saw to the exact width required to com- 
plete a panel, gauging off the lay-up on the table. It 
saves time because the operator no longer needs to meas- 
ure or match up the last width manually. All panels or 
plates produced are exactly the same, preset widths. A 
movable stock stop on the table can be set for a variety 
of panel sizes. Investigate now by mailing the coupon at 
the right or calling your Mattison dealer direct. 


MATTISON 


MACHINE WORKS 
ROCKFORD ILL.U.S.A 


MATTISON 


WOODWORKING MACHINERY 
“Built better... to produce better quality’ 
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Mattison Machine Works 
545 Biackhawk Park Ave., Rockford, Ill. 


Gentlemen: 

0) Please send complete specifications on Panel Lay-Up 
Gauge. () Please have representative call. 
sic ciincrccient 

anita staan andes 


ee a 


a 



































PROFIT VARIATION RATIO 40% SALES PROFITS | % 
$320,000 $64,000 20 
yO a + 280,000 48,000 17 
Py 
<> | 
e.. +— 240,000 32,000 13 
| <eoe | 
al = |] +— 200,000 16,000 | 8 
New Break-Even Point | | 
a a | | | — 160,000 | Break- | 0 
s Even 
3 | | | | 
ral xo | 
DP ote | | | 
a et or ee 
o¢ 
se es | | | | | 
| | | | | | | 
1 i 1 | i 1 } 
| | | | | | Constant 
| | | | | | | oe 
| | | | | | | se 
0 400 800 1200 1600 2000 2400 2800 3200 
- - NUMBER OF UNITS - - - 











How to Build Profit 
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yours, and he tells me that you are 
nuts.” 

Then I was at Portland, Maine, 
giving a talk before the Laundry 
Owners’ Association of Maine, and I 
told them that for the average ef- 
ficient laundry the ratio would be 
around 40%. Naturally, it changes 
with different industries—a manufac- 
turer generally gets around 40% dis- 
tributors around 20%, _ retailers 
around 30%, and for service organi- 
zations, such as bakeries and laun- 
dries, it generally goes back up to 
around 40%. 

At that meeting was a man who 
owned the best laundry in the state 
and equal to any in the country: Dur- 
ing a question and answer period 
after my talk, he stated that he under- 
stood the theory, and it certainly 
proves that selling is a highly im- 
portant profit-making activity, but he 
didn’t believe in his laundry the ratio 
would be over 20°. The next day, I 
showed him how to draw a break- 
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Chart Three 


even chart and he found his profit 
value ratio was 45%. 


There is nothing new about a break- 
even chart or this profit value ratio. I 
discovered this ratio back in 1922 
and have been using it professionally 
since 1930. There isn’t a good cost ac- 
countant or controller in America who 
cannot draw a break-even chart. As 
a matter of fact, there is not a person 
in this room who couldn’t go home and 
draw a break-even chart of his busi- 
ness in fifteen minutes, if he had the 
know-how, and acquiring the know- 
how takes exactly thirty minutes. It’s 
that simple. 


I do not suggest that you execu- 
tives take the time to draw your own 
break-even charts as most of you 
have personnel competent to do the 
work, but if you can read and in- 
terpret them you will be able to do a 
better profit-making job. They can be 
set up for your entire business or a 
department, by products, customers, 
territories and salesmen, and they will 
show you which are profitable and 
which are unprofitable. They will also 
clearly illustrate whether your costing 
and pricing are correct. 
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The break-even chart is the best 
management device to give a complete 
pictorial presentation of your business 
at a glance. But don’t confuse this 
profit value ratio with any other type 
of ratio, particularly accounting 
ratios. It has nothing to do with gross 
profits, net profits, manufacturing 
profits, or any other type of account- 
ing profits. 

In order that you may fully under- 
stand this, let’s look at another chart. 
The only difference between this 
(Chart 3) and the other one is that I 
have added some figures—sales, profits 
and percent of profit. 

You will notice that this company 
breaks even when it does $160.000 
worth of business. The profit value 
ratio is 40%, and will remain 40% 
unless there is a change in cost or in 
price. If this company’s sales go up 
to $320,000 profits go up from zero 
to $64,000 and the percent of profit 
from zero to 20 percent. The same 
thing happens if sales drop back to 
the break-even point; profits will drop 
back to zero. The profit ratio gives 
you the rate of change in profits as 
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New Technique 
Cuts Finishing 
Costs Up To 75% 


Machine Process and Resin 
Produce Mar-Resistant Finish at 
Cost of '/2¢ Per Square Foot 


A REVOLUTIONARY NEW 
machine process that imparts a 
smooth, glossy, mar-resistant finish to 
any type of wood at a rate of 90 to 
120 linear ft. per minute, will be 
licensed to wood-products manufac- 
turers throughout the world. 

By eliminating hand sanding and 
sealer and second coatings, the new 
technique cuts by at least 75 per 
cent the cost of finishing doors, 
furniture parts, cabinets, architec- 
tural panels, house-trailer and boat 
parts, and other wood products, ac- 
cording to Henry M. Reed, Jr., presi- 
dent of Satin Surfaces, Inc. 

The company, a wholly owned sub- 
sidiary of General Plywood Corp., 
Louisville, Ky., developed the me- 
chanics of the process, while Reich- 
hold Chemicals, Inc., White Plains, 
N. Y. developed the synthetic resin 
involved. Given the name “Super 
Microseal,’”’ the patented technique 
has been decribed by an impartial 
wood-finishing expert as “a revolu- 
tionary breakthrough in a field that 
has not basically changed . . . for 
many years.” 

Since stain can be introduced in- 
to the wood surface during the 
process, a final finish with the ap- 
propriate coloring can be produced 
for many applications, Reed said. 
Otherwise, the machine-made surface 
—which costs about one-half cent 
per square foot—-serves as a base 
for a single subsequent coat of paint, 
oil stain, or varnish. 

The process uses pressure and 
friction to create heat which melts 
lignin, a natural plastic in the wood’s 
surface. This is blended with a syn- 
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Henry M. Reed, Jr. (right) shows Henry Reichhold 
a sample of fir plywood which has been treated. New 
machine process and resin create a dense, glossy, 
mar-resistant finish at rate of 120 feet a minute. 


thetic resin especially developtd by 
Reichhold Chemicals for Super 
Microseal. The two together form 
a dense, extremely smooth, mar- 
resistant, water-spot-resistant surface 
about 1/24 in, deep. It is not a film 
or overlay, but actually part of the 
wood. 

Since there are no critical factors 
in the process, neither close control 
nor skilled help is required, Reed said. 
He added that a wood-products manu- 
facturer need invest only about $30,- 
000 to adopt the technique. Satin 
Surfaces, Inc., which is represented 
nationally by the Carborundum sales 
organization, holds a patent only on 
the process itself—the machinery 
consists of standard units available 
from several manufacturers. 

Reichhold announced that it was 
prepared to sell the special resin, de- 
scribed as a cyclic polymer, to Super 
Microseal licensees anywhere in the 
world. The firm has 32 plants and 
sales offices in the United States, and 
72 others in Canada, Latin America, 
Europe, South Africa, and Asia. 

Reed credited RCI with develop- 
ment of the synthetic resin employed 
in the process. ““We had an idea, but 
did not have the specialized facilities 
or personnel to develop the chemical 


part of our process. Reichhold put, 


their research and development de- 
partment to work, and solved our 
problem for us,” he said. 

General Plywood, which specializes 
in the manufacture of flush doors and 
office partitions, provided a testing 
ground for Super Microseal. It found 
that the labor and materials required 
to finish a conventional flush door 
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¢ ; 
cost about $4.50, while a Microseal 
door selling for about 60c extra can 
be finished in the field for only about 

Because mass builders readily see 
the cost advantage, General Ply- 
wood has enjoyed a sharp rise in door 
sales, the firm claims. It says it now 
is shipping at 85 per cent of capacity, 
despite a nationwide sag in the door 
business. 

The process is said to eliminate 
grain and fiber raising and variations 
in surface texture, while producing 
a surface far smoother than the most 
careful sanding. If the surface is 
scratched or marred after processing, 
the marks can be removed with 3/0 
steel wool or fine sandpaper. 

The surfacing is done on a produc- 
tion line 110 ft. long and about 55 in. 
wide, consisting of several machines 
linked by power roller and belt con- 
veyors. Relatively simple assemblies, 
like doors, are put through after con- 
struction. In other cases, the wood is 
put through before it is cut. 

The first unit, resembling a wide- 
belt power sander, rubs the wood with 
a non-abrasive belt. This creates high 
friction heat for one-eighteenth of a 
second—enough to melt the lignin in 
the wood’s surface, Next, the synthe- 
tic resin, into which penetrating addi- 
tives and a catalyst have been mixed, 
is applied by roller and dried in a 
conveyor oven. 

Finally, the wood goes through two 
more belt machines which set the 
resin into the wood and cause it to 
react chemically and physically with 
the lignin. The Microseal wood can 
be handled, shipped, painted, stained, 
or varnished immediately. a 
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NO CROWNING NECESSARY— No need to overstuff 
decks. Padding can’t cup into springs with Perm-A- 
Lators. Spring steel wires hold padding in place per- 
manently. Decks are flat and smooth . . . Sheer-Line 
tailoring is automatic without costly hand forming 
and shaping. There’s real production speed-up too, 
because Perm-A-Lator’s modern wire patterns in bur- 
lap allow one size pad to be used on a number of 
sofas and one size for chairs. You eliminate cutting 
room loss, extra inventory and save application time. 






























STRAIGHTER EDGES! 


SMOOTH UNIFORM TAILORING . . . AUTOMATICALLY 
—Both Perm-A-Lator Roll Edgings—Ring-Fast and 
Zip-Fast—are pre-built to give the uniformly smooth 
lines and the fast automatic application needed for 
yeh enr ess he modern design and modern manufacturing lines. Ring- 

ee : em. Fast hog-rings quickly in place . . . forms a perfectly 
re > - straight front edge that is resilient yet will never mash 

. > _jer* down. Zip-Fast’s patented inner construction allows it 
to be ‘‘zipped” into place in seconds . . . anchors it 
there without other fastening. Every edge finishes 
trim, neat and uniform without time and cost con- 
suming hand operations. 


ee alin 


Y A NATIONALLY ADVERTISED 
SALES FEATURE! | 


It’s a proven fact! Sales are easier when you show 
the nationally advertised Perm-A-Lator tag on your 
products. Known and respected by millions of home- 
makers, the Perm-A-Lator feature gives you an extra 
sales advantage that influences prospects to choose 
vour product. 





<n ~~ Oe 
S" Guaranteed by "O 
Good Housekeeping 


40F 4s apyeanisto WESH FLEX bd oO e LATO RS 9 Inc . 


CARTHAGE, MO. 


SS... Plants in Carthage, Mo., New Castle, Pa. and High Point, N. C. 
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PERM-A-LATOR WIRE INSULATORS MADE BY 











tailoring with PERM-A-LATORS 








for YOU ! 


SHEER-LINE CUSHIONS! 


ELIMINATE UNSIGHTLY GAP— Flat, smooth, cushions 
give your furniture a custom tailored appearance .. . 
the .sleek, smooth “Sheer-Line” look. Cushions fit 
decks snugly without ugly gap. Perm-A-Lator Cushion 
Bags are available as wire woven thru burlap or regu- 
lar wire-rope bags. You can insert the units yourself 
or buy the unit already covered with Perm-A-Lators. 
No crowning means production lines move faster. . . 
no expensive hand forming or shaping. 



















sil MATCHING CORNERSI 


NEW SALES APPEAL FOR YOUR PRODUCTS — Perm-A- 
Lator Corner Springs assure perfect corners . 
exactly alike ... every time... and anyone can do 
it. Corners on sectionals fit together to look like a 
single unit. Available for round or square corners, 
these scientifically designed springs of specially treated 
steel, staple or clip in place quickly. Corners are al- 
ways perfect without “choking” or other hand opera- 
tions. Especially useful on T-Constructions for extra 
strength and beauty. Both round and square shapes 
are available in 3 different heights, for furniture and 
mattresses. 
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, FLEX-O-LATORS, Inc. , 
ok an CARTHAGE, MO. F 
: Yes! I’d like to learn more about how Perm-A-Lators can give me modern i 

a “Sheer-Line” tailoring. { 
oe 3 

Wire-patterns-in-burlap Cushion bags for uniform 

| ; CJ for flatter decks. CL) “Sheer-Line” cushions 
t ‘a Automatically straight edges C] Perfectly matching corners i 

i with Ring-Fast and Zip-Fast. with Perm-A-Lator Corner Springs. i 

i CT] Send me the complete Perm-A-Lator i 

! construction and sales manual. i 
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your sales go up or down. In other 
words, profits will vary as a direct 
percent of any variation in sales 
volume. 

You also have a profit ratio when 
you are operating in the red, because 
if you are and increase your sales, this 
ratio is rate at which you are pulling 
yourself out of the hole until you 
hit your break-even point where 
profits and losses are zero. 

Now I would like to make sure I 
have explained this properly, so I am 





going to ask you a question and I 
would like someone in the audience 
to answer it for me. Here is a com- 
pany which does $160,000 worth of 
business and makes zero profit. Sup- 
pose this company did $180,000 worth 
of business—that is $20,000 over the 
break-even point—and the profit ratio 
is 40% —how much would this com- 
pany make in profits in dollars? Your 
answer of $8,000 is, of course, 
correct, 

That $8,000 represents 4.4% of 
profit to sales. The average company 
makes between 4 and 5 percent profit 
before Federal income taxes. But that 
is not true in your industry, the 
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FURNITURE: UNCRATED 


do this and save 
‘ 


Specify shipments UNCRATED via 
North American, Creston Division 
padded vans. From factory door 
to customer’s door. It’s quicker, 
safer, less costly. 





4 
e CRATE MATERIAL & LABOR 


¢ EXCESS SHIPPING WEIGHT 
¢ TRANSFER & STORAGE 
¢ DAMAGE CLAIM WORK 





North American Van Lines 
WORLD HEADQUARTERS ° 


LAND, SEA, AIR 
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furniture manufacturing business. 
You are making an average of less 
than 4 percent, according to the 
figures I have seen. In other words, 
you are not making enough money 
and you had better do something 
about it. 


All right, what can you do? If sales 
go from $180,000 to $200,000 that is 
11%, but for round figures, let’s call 
it 10%. Profits go from $8,000 to 
$16,000, or 100%. It is a fact that in 
the average company a 10% increase 
in sales will provide a 100% increase 
in profits. If you add 10% in sales to 
the $200,000, the increase in profits 
is still $8,000, but only a 50% in- 
crease if you are thinking in terms of 
accounting ratios. A decline of 10% 
in sales will, for most companies, cut 
profits in half, and in some cases 
eliminate profits entirely. 


The most important thing this 
profit value ratio can do for you ex- 
ecutives is to correct faulty mental 
attitudes and common mistakes in 
thinking when it comes to mcome 
problems, All profits in a company are 
based on executives’ decisions, and 
competition today is not so much be- 
tween products of companies as it is 
between management of companies. 

Not long ago I heard the president 
of one of our big corporations, which 
has offices in New York and plants 
scattered across the country, make the 
statement that a $10,000 cost reduc- 
tion gives exactly the same increase 
in profits as a $200,000 increase in 
sales, if you are making 5%. His com- 
pany has a profit ratio of 42%, so, 
if he increased his sales $200,000, he 
would increase his profits $84,000, or 
8.4 times as much as he believed. 
Such faulty thinking is why his com- 
pany is making less than 5% while 
his principal competitor is making 
13.7%. 

One of the first things to be con- 
sidered when stepping up sales is the 
effectiveness of our own management, 
for changes in our products, prices 
and policies can have more far- 
reaching effect on income than any- 
thing our salesmen or advertising can 
do. Your products can never be con- 
sidered competitive unless they have 
characteristics and features the cus- 
tomer desires at prices he is willing 
to pay, and those features must be 
determined by top management. 

Pricing is one of top management's 
most important functions, and yet it 
is one of the most misunderstood. 
Although a great many executives 
understand their break-even charts, 


(Continued on Page 18) 
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UNIFORM 
THICKNESS 
and DENSITY 





... promote 
production 
economies 


... because Weyerhaeuser 
Particle Board is engineered 
for 3-ply construction. 





Study the assembly pictured above. It emphasizes the cost 
and labor-saving advantages of Weyerhaeuser 4-Square 
Particle Board in a 3-ply construction. 

Smooth, uniform 4-Square Particle Board cores are free of 
grain, knots, pitch pockets, and other defects. Need for cross- 
banding is eliminated. Panels arrive at your plant ready for 
3-ply veneering...no production time is lost in sanding. A 
single panel cut-to-size saves costly glue-up of small pieces 
and eliminates sunken glue lines. 

Weyerhaeuser Particle Board machines like wood in sawing, 
shaping, routing, boring, and dadoing. You can select a definite 
size and density to fit your needs for veneered furniture, cabi- 
net doors, merchandise fixtures, displays and other production 
line items. Available in densities from 30 to 60 pounds per 
cubic foot. Sizes 2 ft. x 4 ft., 4 ft. x 4 ft., 4 ft. x 8 ft., and cut-to- 
size dimensions. Thicknesses of 3/8 inch to 1 inch. 


WEYERHAEUSER 


For further information, write: 
WEYERHAEUSER SALES 

COMPANY, Special Products 
Division, Tacoma, Washington 


A WEYERHAEUSER FOREST PRODUCT 
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when it comes to pricing or unit cost 
before pricing, they don’t seem to 
grasp the fact that variable costs be- 
come constant and constant costs be- 
come variable. Time will not permit 
going into all the details of this, but 
I would like to show you some effects 
of pricing on your over-all profit posi- 
tion, 

Let’s take another chart (Chart 4), 
and assume it is your break-even 
chart, with sales of $320,000 at 
maximum capacity, and you want to 
cut your prices 10%. That is $32,000, 
so your sales potential drops off to 
$288,000. To see its effect, all you 
have to do is draw a line from zero 
to the $288,000 point. As the sales 
line swings down, your break-even 
point jumps from $160,000 to $192,- 
000, and your break-even units must 
be increased 3343% to compensate 
for the 10% reduction in price. 

The most profit you can make with 
the present capacity of your plant is 
$32,000, or 11% profit on sales. At 
$252,000 you make 8%, but your 


18 


Chart Four 


maximum profit is 11% compared to 
20%, if prices are not reduced. 

Suppose you plan to increase your 
prices, and this is now your break- 
even chart. You just swing the sales 
line back to $320,000 or to the new 
point of maximum capacity. As pre- 
viously stated you can draw these 
charts by products, so this may be a 
chart of one product and the other the 
chart of another product, which shows 
the more profitable item. There is no 
end to the comparisons which may be 
made. 

Now, let’s consider briefly the pro- 
duction side. If, as happens frequent- 
ly in a highly competitive industry, 
you can’t increase your prices, then 
you must be more effective in your 
costs. If you reduce your variable 
costs, you simply swing your cost line 
down instead of your sales line. If 
you reduce your constant costs, all 
you do is parallel your sales line. So, 
with cost reduction, you reduce your 
break-even point and put yourself 
back into a much better profit posi- 
tion. 

Assuming that you products, prices 
and policies are right, and that you 
have good, sound management in your 
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company, the next thing you must do 
to increase your profits is to improve 
your methods in one or all of the 
ten basic techniques of scientific sales 
administration, 

Going back to our discussion of the 
$8,000 increase in profits, would you 
spend $1,000 to get that increase, or 
a net of $7,000? Of course you would 
if you were reasonably sure of getting 
it, and you can be sure if you spend 
that $1,000 for additional training 
of your salesmen, sales tools, adver- 
tising or what is needed to attain this 
10% increase in sales, 

If profit-making is getting tough for 
your company, you will have to in- 
crease your selling activities just to 
maintain your profit position and con- 
tinue paying dividends. 

Back in 1907 we had a panic in 
this country and practically every 
company in America operated in the 
red. However, there was a man from 
Dayton, Ohio, the president of his 
company, who crossed this country 
with his sales manager, teaching dis- 
trict managers and salesmen better 
methods of selling. And, in 1907, the 
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Let’s Face It! | 


YOU CAN'T AFFORD 
TO mMIss... 





ALL OF AMERICA'S FINEST 
WOODWORKING MACHINERY 
AT ONE TIME...IN ONE PLACE 
.--IN ACTION 


LEARN ..-NEW PRODUCTION 


IDEAS AND TECHNIQUES 


Put a profit in your woodworking 
with MODERN MACHINES 





Here is your opportunity to see and examine the 
most modern woodworking machinery produced in 
America today! See W.M.M.A. members demon- 
strate modern production techniques and ideas .. . 
ideas that will increase your profits when applied in 
your plant! Plan now to attend the American Wood- 
working Machinery and Equipment Show . . . Win- 
ston-Salem, North Carolina ... May 13 through 17. 


Van Now tev Attend 


WOODWORKING MACHINERY MANUFACTURERS ASSOCIATION 





1900 Arch Street 





Philadelphia, Pennsylvania 
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National Cash Register Company ex- 
perienced its highest sales and great- 
est profits up to that time. 
Considering the basic techniques of 
scientific sales administration, what 
are they? I don’t care how carefully 
you select a salesman—until he is 
trained, supervised and given an ob- 
jective and an incentive for activa- 
tion and motivation, backed up with 
proper products, prices and policies, 
with all your sales efforts coordinated 
in an organizational structure, based 


on getting a certain profit—until that 
is done, you will never be successful 
profitwise. 

Then, I don’t care how good your 
techniques and methods are, until you 
weave that golden thread of human 
relations into each of them they will 
not be effective. I started calling 
human relations a priceless ingredient 
after making a study of two surveys. 
One, by the Carnegie Institute of 
Technology, showed that 80 percent 
of all job failures were due to faulty 
human relations and not to lack of 
ability. A University of Chicago sur- 
vey, made over a two-year period in 
conjunction with the YMCA, showed 








LEG 


Your 
are over for good! 


Delta Plastic Legs Give You Every- 
thing—and cost less! Here are the 
strongest, best-looking legs you can 
put on chairs, stools, beds, cabinets, 
etc. They’ll never chip, scuff or 
split because they can’t—they’re 
made of tough, smooth, high im- 


pact plastic. Naturally they never 


need painting, they’re smartly 
proportioned, and finished off with 


brass-plated ferrules—plain or 


swivel, to suit your application. 
We carry stock in five colors— 


mahogany, blond, walnut, ebony— 


in 3” to 15” sizes. But you can 
have practically any size or color 


DELTA PRECISION PRODUCTS, 
ROgers Park 1-4583 - 


6349 No. Clark St. - 
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WORRIES 


you want. 2-color combinations, 
graining, and ornamental inserts 
available in legs over 10” in length. 





“Twist-Lock” Makes 
The Strength Difference! 


No fracturing, no loosening 
of the leg, ever. Ingenious 
“Twist-Lock” construction 
makes the whole leg one unit 
of extraordinary strength. 











Write for information to 


INC. 


Chicago, Illinois 
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that above all things, man first desires 
health, and second the ability to get 
along better with his fellow men or 
better human relations, the priceless 
ingredient. If you could take a capsule 
of this ingredient which would assure 
you of greater personal power, finan- 
cial success, and better living, certain- 
ly you would call that ingredient 
priceless. 

And, make no mistake about this, 
it is the way you handle your human 
relations problems that determines 
your leadership ability. 


During the past twenty-five years 
that I have been a business analyst. I 
have met every type of business ex- 
ecutive in the book. They can, how- 
ever, be classified in two general 
groups—the positive leader and the 
negative leader. Negative leadership 
is exemplified by those who use fear 
as a motivating force, the executive 
who says, ‘“do-this-because-I-say-so,- 
or-else.” Fear causes friction and 
destroys initiative and ingenuity. No 
capable, self-respecting salesman will 
work under that type of leadership 
for any period of time. 

Positive leadership is expressed by 
those who use human relations as a 
motivating force. Human Relations 
generates and releases human energy 
—thinking power—thus causing your 
salesmen to have initiative and inge- 
nuity in their efforts. 

I met one of the greatest execu- 
tives I ever knew back in 1927 when 
I was introducing a gas refrigerator 
on the market. It was still unknown 
and untried. He was sales manager 
of the gas company in Oil City, Pa., 
and held the tightest reins on his 
salesmen of any man I ever met. 
Still he had a loyal, cooperative, hard- 
hitting sales force that sold more gas 
refrigerators the first week than the 
power company across the street sold 
electric refrigerators during the en- 
tire previous year. 


He told me the secret of his success, 
and I like to share that secret with 
you, He said, that if you want to be 
a leader of men instead of a driver, 
you have to remember two important 
facts—everybody wants to be appre- 
ciated and everybody wants to be 
important. All you have to do to 
make a salesman feel appreciated and 
important is to recognize his achieve- 
ments but be sure you recognize 
them in public or in front of your 
other salesmen. The minute a sales- 
man goes off on a tangent, he should 
be reprimanded, but only in the pri- 
vacy of your office. Bringing up a 
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BUSINESS BRIEFS 


At work are 62 million in civilian jobs. Only 5 
‘million are out of work now. Last year, with things 
booming, 5.2% of labor force out of work and now 
only 7%. There is nothing astronomical about this. 
Why are so many pushing out bad news? 


Half of the economic burden loaded upon national 
pre-war debt has been eliminated by inflation and 
other half by our enormous economic expansion. 


More than a million housing starts now assured 
for 1958, but first half will be slower. 


Defense spending will not be just a one-year affair. 
It will tax our ability to hold down our national 
debt limit. 


In spite of much talk about unemployment rise, 
5/4ths of areas of the country continue to have no 
more than moderate surpluses of labor right now. 


First 4 factories in the country made more dollar 
volume in the furniture field last year than all 
of the factories made in 1952, in this same field 
of manufacturing. 


Federal Reserve easing credit somewhat but not in 
too effective a manner. Just lowering discount rate 
or reducing reserve requirements. 


Mortgage money should become more plentiful short- 
ly. 

Dinettes being styled more (with brass, gold, etc.) 
and rapidly getting out of the kitchen look glass 
Retail sales and housing show consumer spending 
almost as liberal as last year. 


Government defense spending, when it is stepped 
up, will bolster any cutbacks in capital spending. 
Furniture orders are spotty and price is an impor- 
tant factor when purchases are made. 


Furniture Dealer and manufacturer must jointly de- 
velop methods to interest the public in spending 
for the comfort and use of the American home. 
Today the furniture business is a fashion business 
and those who recognize this fact are getting the 
business. 

Economic dislocation due to inventory build-up and 
will require some time for adjustment. 

We know there is coolness toward tax cuts in Wash- 
ington's higher echelons and it will take thou- 
sands of letters to Congressmen to convince them 
that they are dead wrong. 

With most manufacturers operating at 80% of capac- 
ity, there is great need for experienced salesmen. 
Gross national production for '58 to top '57 by 


$10 billion says C. M. Shanks, president Pruden- 
tial Insurance Company. 


This year, 3.6 million first graders to enter 
schools; 1.5 million marriages; 1.2 million will 
reach age 65. 

More than 175,000 women employed than a year ago 
but 500,000 less men. 

This is no time to cut advertising budgets but rather 


to keep on an even keel and press on for sales in 
the usual manner. 
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WOOD SCREWS 


DRIVE SCREWS 
DOWEL SCREWS 


CARRIAGE BOLTS 


HANGER BOLTS 


STOVE BOLTS 
TAPPING SCREWS 


MACHINE SCREWS 
& NUTS 





IN FASTENERS 
SOUTHERN IS 
( lit 

If quality is an important element 

in your assembly operations, it will 

pay you to see how Southern 

Screw’s Quality and Service has 

worked wonders for many industries. 


Southern Screws can do the same 
for you. 


There are no better fasteners than 
USA-made Southern Screws. Over a 
billion in stock, available from our 
warehouses in New York, Chicago, 
Dallas and Los Angeles . . . Let us 
quote Southern quality screw prices 
on your requirements. Compare with 
the cost of conventional screws. 
Address: Southern Screw Company, 
P. O. Box 1360, Statesville, N.C. 


> Sau 


SCREW COMPANY 


STATESVILLE = MORTH CAROLINA 
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good point before criticizing his mis- 
take, permits a salesman to maintain 
his dignity and, most important, it en- 
ables you to go from a reprimand 
to sales training so he will not repeat 
the mistake. 

There is nothing in the science of 
handling human beings that requires 
the mollycoddling of employees, and 
there is no surer way for a sales ex- 
ecutive to get in hot water and stay 
in hot water than to start pampering 
his salesmen. Develop better em- 
ployees and those better employees 
will develop your business. 

But remember profit is a result— 
management is the cause. And the 
profit results you achieve will be in 


direct ratio to your management abili- 
ty to stimulate the motivating forces 
within your employees as that is the 
source of their power. The profit pow- 
er of every company lies in its hu- 
man relations policies, which generate 
and release human energy. So never 
underrate your employees but unite 
and direct their efforts toward the 
profit objective you desire. This takes 
true leadership ability, but it will give 
you and your employees peace of 
mind. Peace of mind comes to every 
man from an opportunity for individ- 
ual expression, success, security and 
happiness. And never forget for a 
moment that loyalty and cooperation 
are spiritual factors. “As a man 
thinketh in his heart so is he.” 

A great many people have asked 
me where they may obtain a book on 
human relations. Many very fine 
books on this subject have been writ- 










for utmost accuracy 


and increased production- 
low-cost, easy to operate 


FAY EGAN 


SAWS 


No. 950—36” 
High Speed BAND SAW 


Smoother cuts assured 

Less follow-up needed 

Full Safety-Guarded 

Carter Demountable Wheels 
5 HP DMD or VBD, extra 


METAL CUTTING MODELS AVAILABLE! 
See us at Booth 
Number 157 at 


No. 511-B TILTING ARBOR SAW 


Mitering—Trimming— Dadoing— 
Gaining and Allied Operations 


e@ 16” Saw Rips 4” Stock 

e@ 18” Saw Rips 5” Stock 

e Rugged Steel Frame 

e@ Built-in Dust Chute 

e Heavy Duty 5 HP 
Direct-Mounted Motor 


only $1,145.00 


(For Rack & Pinion Fence, add $150.00) 








TABLES AVAILABLE! 
Extended tables for either right or 
left hand .. . to suit your production 
set-up. 











the Show 


Write TODAY for complete specifications 
The J. A. FAY & EGAN CO. 


World's Oldest Manufacturer of Woodworking Machines 


2027 Eastern Avenue 
Cincinnati 2, Ohio 
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ten, but the greatest book ever writ- 
ten on human relations is still the 
Bible. In it you can find every law for 
dealing with your fellow men, and the 
stories of two events that have had 
more influence on more lives than 
anything else that ever happened on 
this earth—they are Moses receiving 
the Ten Commandments and Jesus’ 
Sermon on the Mount. Moses told us 
what not to do. Jesus told us what to 
do, then he gave us a measuring stick 
so we could measure our human rela- 
tions and activities. We call it the 
Golden Rule. 

If you would like to have a motto 
to place on your wall, to remind you 
to engage in human relations activi- 
ties daily, there is nothing better I 
can recommend than something writ- 
ten over seven hundred years ago: 

“O Divine Master, grant that 

I may not so much seek to be 
consoled as to console; to be 
understood, as to understand; to 
be loved, as to love; for it is in 
giving that we receive, it is in 
pardoning that we are pardoned, 
and it is in dying that we are 
born to Eternal Life.” 

If you will place that motto in your 
heart instead of on your wall, I'll 
guarantee you will have greater suc- 
cess both in business and in living. @ 


NOTE—More detailed explanation of 
break-even charts, as expounded by 
John D. Corrigan, will be found in his 
book, “How to Build Profit Value in 
Your Sales Dollars.’”’ It can be ob- 
tained through any book store or from 
the publisher, The Ronald Press 
Company, 15 East 26th St., New 
York 10, N. Y., at $3.95 a copy. 





New Designs by White 


(Continued from Page 5) 





benches. According to _ president, 
Fred Thomas, “Blue Chips” boosted 
total company volume approximately 
30% during its first full year on the 
market. 

Having experienced this kind of 
success in the specialized office furni- 
ture market, White says he is now 
ready to introduce these same modern 
marketing techniques to the design 
of household furnishings, 

In his words: “There is no reason 
why the furniture manufacturer can’t 
be just as scientific about his design 
as Proctor & Gamble is about the 
color of a new soap. If the furniture 
business is going to keep in step 
with this scientific age it’s time manu- 
facturers stopped marketing items on 
the basis of nothing more than ‘in- 
formed’ hunches.” * 
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This photo illustrates the 
use of WEYTEX* as a core 
material for wood veneers. 


4-SQUARE 
WEYTEX 
STANDARD 
TEMPERED 
PERFORATED 
Thicknesses: 
1/12’, 1/10, 1/8 
3/16”, 1/4”, 5/16” 
Sizes: 
4 ft. wide 
Lengths: 
8 ft. to 16 ft. 


WEYTEX™ 
is the CORE of 


QUALITY PRODUCTION 





You can depend upon Weyerhaeuser 4-Square Weytex* 


Manufacturers of quality furniture depend upon Weyerhaeuser 
WEYTEX,* a 4-Square Hardboard as a core material for their 
finest wood veneers, plastic laminates and decorative facings. 

The uniform surfaces of Standard or Tempered WEYTEX 
eliminate crossbanding. There is no telegraphing...panels are 
free of grain, knots, core defects, or voids. WEYTEX panels 
plane to required caliper tolerances for face veneering. 

You can also depend upon WEYTEX for other furniture, 
display, toy and manufacturing applications. It has excellent 
surface for grain printing, machines easily, cuts clean, bends 
to short radii, forms to shallow draws and compound curves. 
Panels finish beautifully with excellent “hold out’. There is a 
WEYTEX type to meet your most exacting production needs. 





For interesting facts, write: 
WEYERHAEUSER SALES 
COMPANY 

Special Products Division 
Tacoma, Washington 





WEYTEX 


HARDBOAR D Ss «rm neg. 


A WEYERHAEUSER [4-squarE| FOREST PRODUCT 


April, 1958 
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RITE-HETE 


Electric GLUE 
Til 


==> 8-5. 


ie 
LABEL CORPORATION _ A SIZE FOR EVERY NEED 










— 
i i 







Everything from silk labels and 
streamers to law labels. Top quality, 
lowest prices, fastest delivery. 












Tl 





Heat is applied to the sides of the pot—not the bottom—no burning 

@ BOSTON: 1261-1295 Blue Hill Avenue, Boston 26, Mass. —no — in he er beng , oN They provide — effi- 

@ NEW YORK: 147 cient and satisfactory heat for glue, resin, wax, enamels,, tar, etc. 

e - . sare pecin -_ aaindhnghaaien Made by the pioneer in the field. Ordered and used by various U. S. 

CHICAGO: American Furniture Mart, Chicogo 11, Ill. + occ departments, including the Navy. For more information 
@ MID-WEST: Roger Muther, 28 Thorndell Dr., St. Louis 

@ WESTERN: Dick Dietrich Assoc., L. A., San Fran. and N. W. ROHNE ELECTRIC MFG. CO., 24 E. HENN AVE., MPLS. 1, MINN. 

















LYON RED BOOK Published since 1876 EXECUTIVE OFFICES 


185 MADISON AVE., NEW YORK 16, N. Y. 


Nationally Recognized as the Credit Reports 
Medium for Credit Weekly Interchange of Trade Bosten 14, Mass. 

__ Protection Experience Rm. 1112, No. Sta. Indust. Bldg. 
Credit Reference Books Collections High Point, N. Cc. ....107 West Green St. 
Salesmen’s State Editions A National Organization That Cincinnati 2, Ohio ...... 406 Elm Street 
(Pocket Size) Gives Justice to the Dealer Philadelphia 7, pe. .12 South 12th Street 

Weekly Reports and and Protection to the Grand Rapids 2, Mich. 
Supplement Manufacturer Be n of Commerce Bldg. 





4 E NTILE ENCY Chicago 1, Ill. ...221 N. LaSalle Street 
LYON oe ee IRCA — AG Cc Los Angeles 15, Cal. ..1060 So. Broadway 











RITE-HETE 


GLUE TANKS | : a 


RITE-HETE TANKS (Cookers) keep 
prepared glue ready to tap into 
smaller pots—speed production. Fur- 
nished complete with cord, plug, auto- 
matic heat control and agitator. LOW 




















= MANUFACTURING 
operating cost. Made in 5, 10, 15, 20- 
gallon and larger sizes. COMPANY 
GRAND RAPIDS 2, 
ALSO MICHIGAN 


ELECTRIC GLUE POTS 
save time, labor and material. Thermo- 
stat regulated heat. A size for every 
need — '/2-pint to 10-gallon or larger. 
For more information write 
ROHNE ELECTRIC MFG. CO., INC. 
24 E. Hennepin Ave., Minneapolis 1, Minn. 






56 Cottage Grove SW 























DISTRIBUTION in over 4,000 plants which do 94.6% of buying 
in furniture, bedding and upholstering industries in U.S.A. 


EDITORIAL content based on selected news which affects design, 
profitable production and marketing of industries’ products! 
READERSHIP by executives responsible for management, production, 


purchasing, sales and design who get what they ask for! 


ADVERTISING poges increasing steadily as Furniture News proves 
its value in sales, service and prestige benefits! 



















me ne mar 
sswed at & en 4 NOMS 
rum pans © 
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SUperior 7-6110 « SUperior 7-4100 ¢« Teletype CG 2583 














PUBLISHED AT AMERICAN FURNITURE MART, 666 LAKE SHO 
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“WHERE TO BUY” 


ADVERTISING & SALES 


Publications 

Preerreniidie Wusrestin@: MROURO 5 kiss ndn.cs sctee owe nemeeeeew caw a 
666 Lake Shore Drive, Chicago 11, Ill. 

CUR IONE, oe cea ac Saree ceric che eats waa edn sicwes 24 
666 lake Shore Drive, Chicago 11, ill. 

Rie etee MN ccc carecreeeadseucwoatensueheusecdesecuwes 24 


185 Madison Ave., New York 16, N.Y. 
Buyers Market Buildings 


pila: Canes: WIN a 6.65 ons 56 Rohs ARES K bes eka ed 4th Cover 
666 Lake Shore Drive, Chicago 11, Ill. 


ADHESIVES & EQUIPMENT 


Glue Pots & Tanks 


ROC em: pein Pe Cie aoa hr ciccods hs eS Ee Seen eens 24 
24 E. Hennepin Ave., Minneapolis 1, Minn. 


FASTENERS & EQUIPMENT 


Screws 


OMANI: DEROWE COIN ooo ce so isiln ele vsie dee ceiesccescns 21 
Statesville, North Carolina. 


Iinois Tool Works, Shakeproof Division .................... : 
St. Charles Rd., Elgin, III. 
Staplers, Tackers & Staples 


ervey, GmmONI a etiiccnaidine orn des seewac nadcccocccedes ; 
3750-54 River Rd., Franklin Park, III. 


FINISHES & EQUIPMENT 


Air Sanders 


Sesmlanedes MU TORE Ce ooo hi 6k kc ee Rececdicdives ” 
1020 Ninth St., Rockford, Ill. 


FURNITURE & FIXTURE HARDWARE 


Drawer Slides & Hardware 

Wai Gr Wn ee Cl oek ec cco ticca sed oneuwwndnd de dacs . 
Grand Rapids 4, Michigan 

Ferrules & Hardware 


WItsnlet: Stenerieh COMMON 6 osc as CoXeecededdoascccacenes . 
29. Wabash Ave., Montpelier, Ohio 


FURNITURE LEGS 


Wood Legs 


as a ca rave ian weg aa a Gd Siaieck oles wh Werke woe ae a eal ° 
South Haven, Michigan 


Plastic Legs 


Crarees  Praaeeiee: WiGeetes THe oo oii os Soe ce idkdaw dese exmees 20 
6349 N. Clark St., Chicago, Ill. 


BASIC MATERIALS 


Plastic Laminates 


Marlite Division of Masonite Corp. ............. cece eee wees . 
Dover, Ohio. 


Hardboard & Particle Board 


Cen Grre, CONMINONND occas odie cadecsasiewscewes . 
Equitable Bldg., Portland, Oregon. 

NE: GUI os iweb wale e nas din skln tee nenamaweseaees _ 
111 W. Washington St., Chicago, Ill. 

Pe Oe TEM tccnnuav mnwencsakesdebakecuewes 2nd Caver 
3070 Northwest Front Ave., Portland 10, Oregon. 

Southern Plaswood Corp., Div. Emerite Corp. ................ " 
1126 Ist Nat’l Bank Bldg., Jackson, Miss. 
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Weyerhaeuser Sales Company ........... ......eeeeeeee 17, 23 
Tacoma Building, Tacoma 1, Washington 


Marble Tops 


WR Or 5 dds ond ncacnscdediedecdscdeddecaccddaed * 
100 Hudson St., New York, N. Y. 


Wood Mouldings 


REG I acccccccccdswcdedcesandenéudceuvens 24 
Grand Rapids 2, Mich. 


PACKAGING & TRANSPORTATION 


Vans and Trailers 


CGA TI 6 dana daw casaddvddwdlsucedaucedsvnevnneeeae 3 
Elba, Alabama 


Uncrated Shipping Service 


North American Van Lines, Inc., Creston Div. ................ 16 
Fort Wayne, Indiana. 


Packaging Materials 


De eee en re ° 
Hillside,, New Jersey. 


UPHOLSTERY & BEDDING SUPPLIES 


ait CS ih hs a So Cre ewes wesacdseudceuceweasueeenaced: . 
650 Eustis St., St. Paul 14, Minn. 


Cushioning Materials 


DO Os Ce onan Shiai Ceise ie ecivexeucesedwden: . 
Michigan City, Indiana. 
Celanese Corp. of America, Textile Div. ............ pene, 
Charlotte, North Carolina 
General Tire & Rubber Co., Polyfoam Div. ............... 3rd Cover 
Marion, Indiana. 
= 


National Cotton Battlep telllete ... 2... cc cccccccecsaueces. 
Memphis, Tennessee. 


Fabrics, Plastic 


a ON ira dina sk ca cedavccosmiasediaeccaces ° 
Philadelphia 34, Pa. 


Fabrics, Woven 


aaa ra VIO oa oo 6'sd 6 hes cde sicicdsuwdecness ba 
P. O. Box 1511, High Point, N. C. 

Labels 

Woliasstie: Caled Carmen soi 6 odie icin edie ctidvicceness 24 


1261-1295 Blue Hill Ave., Boston 26, Moss. 
Springs, Units & Accessories 


PRG ee OD vkcaatuiadcuaddeddsawiacyiadaenaaWwese 14, 15 
Carthoge ,Missouri. 


Ganerel Givak Prantl Gai ccc ccccccieccccceses: bd 
1417 Tryon St., High Point, N. C. 
Wa-Sagy Sorte COORD < oc ciccsccncccceec cee scene Ds cncn: * 
21590 Hoover Rd., Detroit 13, Mich. 
Sem COMO. ook ci ccinsccccccccucccecsredendevesceces " 
1450 N. Dayton St., Chicago, Ili. 
WOODWORKING MACHINERY 
Woodworking Machinery Manufacturers Ass’n ................ 19 
1900 Arch St., Philadelphia, Pa. 
ain BR Wh os. kk o. ce nen Ki cdan es cndoncs skueancauweds ¢ 
230 Eighth St., Holland, Michigen. 
Fer OB GI i cc deci cte de wasseaisseccdccescncues 22 
2027 Eastern Ave., Cincinnati 2. Ohio. 
Pactam: Mam CBs od ice ccs i ccncececdiwcawecaace’s s 
P. O. Box 4065, Tulsa, Okla. 
NNT TOC T ERT CTE TT COTE TCC 11 
Rockford, Illinois. 
Coan NGA 0 dale a bo dace detects caseeetiawsawneanes ad 
Grand Rapids 2, Mich. 
ee gs ee eee ry Tere eee ° 
670 Front Ave., N.W., Grand Rapids 4, Michigan. 
Red Cs Tee ow cawetidniveciceacccaccceseucucees : 
York, Pa. 
Whltney G@ Som Ned, Geer Dec escvesccvccccecccesasecess be 


Greensboro, N. C. 
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You'll Find the “New Consumer” - at Home 


W HAT about this “New Consumer?” Re- 
ports say she’s lousing up our prosperity by 
trying to live within her means. Is that good 
—or bad? Let’s look into it. 

Does she really want money in the bank 
more than our comfortable new, stylishly- 
attractive sofas and chairs? Is she really 
more concerned about immediate economic 
security than furnishing her home with 
beautiful new  functionally-correct case 
goods with that just-wipe-off-the-dust finish 
we had been selling so successfully until 
recently? 

If she’s not the same old girl, what hap- 
pened? She’s been analyzed, questionnaired, 
depth-probed by bell-ringers and telephone 
surveyors, coded, recorded and interviewed as 
to her innermost thoughts and feelings. Won’t 
some of these records tell us why she isn’t 
buying like she used to? Or can it be that 
she’s just exercising one of her Four Free- 
doms—the freedom to buy or hold back; the 
freedom to buy products from your factorv 
or another? Maybe it’s because she’s just 
waiting to see which way the wind blows 
with all this unemployment talk. Recessions 
turn into depressions the closer they get to 
home. 

Two of the latest studies about the “New 
Consumer” could be a big help to furniture 
manufacturers studying them. One is a 74- 
page report with supplements by the Re- 
search Division of the Chicago Tribune. It 
is called simply, “The New Consumer.” The 
other is Life magazine’s exhaustive study 
of “Consumer Expenditures,” compiled by 
a well-trained and persevering staff of inter- 
viewers who overcame countless obstacles 
in more than 10,000 households. 

The TRIBUNE’S researchers found out a 
lot about the New Consumer in four different 
classes or levels, determined geographically 
instead of by income but nevertheless reach- 
ing definite conclusions applicable to high, 
medium and lower income groups. The sum- 
mary and conclusions tell about taste levels. 
shopping attitudes, the wants and desires of 
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men, women and children, but not why they 
won't buy today or tomorrow. That’s left for 
you to figure out. 

The LIFE Study of Consumer Expendi- 
tures found that the average family has a 
list of items to buy and a picture of a more 
pleasant way of living for the day when the 
paycheck is larger. It was apparently in- 
conceivable that it could become smaller. 
Life’s most interesting speculation is con- 
cerned with possible changes in the buying 
habits of the 65 and older group in 1965. 
Little or nothing is said that will help stim- 
ulate demand from the millions who have 
simply decided they will just wait until the 
— barometer says fairer weather 
ahead, 


You'll learn even more about the New Con- 
sumer if you take a good look around you right 
in your own home. That exasperating young 
teen age daughter, in reality, is probably the 
sunshine of your life. Right now she’s prob- 
ably wrapped around the telephone with her 
saddle shoes scratching your wife’s favorite 
table top. Maybe she’s wearing one of your 
best shirts with her torn blue jeans—eating 
candy and popcorn as she talks incessantly. 
Don’t seold her. Find out the exacting stand- 
ards she has set for tomorrow’s home. 


With millions like her, you know they'll be 
right. Chances are she already knows what 
kind of furniture and furnishings she’ll want 
in her home. She can be pretty harsh when 
she tells you and her mother that the furni- 
ture you make and the furnishings at home 
are old-fashioned. When the time comes, she 
and her countless friends know they’ll have 
little trouble wheedling their young husbands 
into getting exactly what they want. And that 
will be the kind of furniture you should be 
starting to make right now. 
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the new trend 
in cushioning 


CUSHIONING 





Display 


Polyfoam, General Tire’s superior polyether-type foam, is setting an these labels woe = 


exciting new trend in today’s furniture. Adopted by top designers and 














od Division manufacturers, Polyfoam offers so much that no other material can - 
Polyfoam Livisie match . . . extra comfort, durability, smart lines, strength, light weight, \iem/|\ Vier 
GENERAL flame resistance. These and other points of superiority make your selling ifm (ian f 
men weeee job easier and more effective when you put nationally-advertised Polyfoam ss 


on your sales team. So display furniture with the Polyfoam labels, and ~ |. @a Shag 
watch sales soar . . . customers are looking for Polyfoam! pater arp . 


CUSHIONING MATERIAL 


COmpORTAME 


Tie in with the Polyfoam Promotion Program, featuring ‘ * oueaaie 


BANNERS « HANG TAGS «¢ PUBLICITY ¢ NATIONAL ADVERTISING «+ SAMPLES pp ssproe 


© MOM ALLERGENIC 


LITERATURE « MAILERS « POINT-OF-PURCHASE TALKERS « ENVELOPE STUFFERS 








THE GENERAL TIRE & RUBBER COMPANY - rotvroam DIVISION + MARION, IND. i 
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For the 42.7 Per Cent Who Want Spring Markets: 


In a survey just completed by the American Furniture Mart, 42.7 per 
cent of responding dealers preferred Spring and Fal! Markets. And 
Large Stores voted 54.2 per cent for a Spring-Fall. 39.6 per cent of a 
manufacturers like the same dates. Hence Spring Market for 1958. Ri 
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, ‘a 
PREVIEW OF STYLES FOR FALL SELLING. h 


iS 

$ 
Buyers for stores which plan well-ahead like the Spring dates, so that they y,' [Rae 
can map out their advertising and display programs, knowing what's i le 
coming up. Manufacturers can pre-test designs, and be "set to 
go" by Summer-time. 


"SPECIALS" FOR AUGUST SALES 


{ 


sg 
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It is usually possible to line up special purchases which will 
be especially tempting to the public during the 
traditional clearance period. The Newest 

and Freshest! They'll be shown here. 
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Need something for May 
or June! Find out what 
your favorite sources can 
let you have to "sweeten 
up’ tired and jaded stock. 
Prompt delivery on num- 
bers you'll want to promote 
and feature—immediately. 
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summer PVT Maa 
MARKET | 


JUNE 16-26 | Center of the World's Greatest Concentration of Furniture Buyers 
666 LAKE SHORE DRIVE + CHIGAGO 11, ILLINOIS 





